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Abstract: - The consumption of game meat in Croatia is significantly lower than that of the domestic animals’ 
meat. The paper aims to determine the consumer's attitudes, preferences, and perceptions about the 
consumption of game meat in Croatia, based on a survey questionnaire. A total of 845 respondents from all 
over Croatia were surveyed, 715 of whom were hunters. Even though game meat is available to most 
respondents (67.92%) daily, most of them (40.47%) consume it only occasionally, and only a few of them 
consume it once a week (7.81%), with the meat products being predominant, most frequently the game meat 
salami (62.25%). Wild boar meat (33.42%), followed by the rabbit (19.93%), pheasant (16.47%), and roe deer 
meat (13.56%), is most frequently consumed, while other types of game meat are consumed by a total of less 
than 7% of respondents. The majority of respondents (78.82%) were aware of the nutritional value of the game 
meat, which is better than the domestic animals’ meat, and they harbored no fear of inadequate game meat 
health.  Despite this, the offer on the market is relatively weak, although the price is acceptable. As many as 
85.33% of respondents believe that the game meat has poor marketing and a weak representation in the media 
arena. Based on the aforementioned facts, we may conclude that it is necessary to strengthen the marketing 
activities, as well as the citizens’ awareness of the game meat’s nutritional, culinary, and health value, to 
increase the consumption of the game meat and provide for its better position on the market. 
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1  Introduction 
Croatia is a country with a long hunting tradition. 
According to the 2021 Census, the Republic of 
Croatia had 3,871,833 inhabitants, while in the same 
year, according to the Croatian Hunting Association, 
there were 64,245 hunters. In other words, there 
were 60 inhabitants per hunter, and the share of 
hunters in the total population amounted to 1.66%, 
which ranks Croatia in the 12th place among 35 
European countries, [1]. Under the notion of game, 
we imply the animal species that live freely in 
nature, in the areas intended for their breeding and 
reproduction for the purpose of hunting. Game 
meat, or venison, represents the meat of the hunted 
large or small game intended for human 
consumption. Exceptionally, it can be obtained by 
slaughtering some types of intensively farmed 
game, [2], [3]. Game meat belongs to the foods that 

are consumed in small quantities if we take into 
consideration its consumption per inhabitant. This is 
supported by the fact that the annual consumption of 
game meat in Croatia is only 0.55 kg per household 
member [4], while, for example, the annual 
consumption of pork meat in 2016 amounted to 50.6 
kg [5], whereas poultry meat was consumed up to 
the quantity of 24.21 kg [6] and beef meat up to the 
quantity of 14.1 kg [7] per person.  

The aim of the paper is to determine the 
consumer's attitudes, preferences, and perceptions 
about the consumption of game meat in Croatia, 
based on a survey questionnaire. 
 

 
2  Material and Methods 
This research, conducted while completing the 
printed surveys, was designed as a study that 
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involved 845 adult respondents who live in the 
entire Republic of Croatia. All participants were 
informed that the survey was anonymous and 
voluntary. Each research participant who agreed to 
participate in the survey was invited to fill out a 
questionnaire with the information to the best of 
their knowledge. The first part of the questionnaire 
included four questions related to the 
sociodemographic data of the respondents (gender, 
age, county of residence, and the passage of a 
hunter's examination). The second part contained 13 
questions related to the game-meat consumption. 
The questions covered the availability, frequency, 
and concerns with the meat consumption, the choice 
of game species, the types of processed products 
consumed, and the acceptability of prices and 
marketing. 
 

 

3  Results 
The respondents who took part in the research were 
between 30 and 60 years old (74.32%), and most of 
them were hunters (84.61%). Only a small number 
(2.37%) thought that game meat was unavailable to 
them, and only 3.20% had never consumed it. 
Despite the fact that game meat was available to 
most respondents (67.92%) on a daily basis, most of 
them (40.47%) consumed it only occasionally, and 
only a few of them consumed it once a week 
(7.81%) (Figure 1). 
 

 
Fig. 1: Frequency of game meat consumption 

 
A majority of respondents (73.49%) consumed 

game meat products, with most of them tasting 
salami (62.24%). Also, a majority of respondents 
(64.14%) were well acquainted with the culinary 
processing and preparation of game meat. The wild-
boar meat (33.42%), followed by the brown hare 
(19.93%), pheasant (16.47%), and roe-deer meat 
(13.56%), was most frequently consumed, while the 

other types of game meat were consumed by a total 
of less than 7% of respondents (Figure 2). 

 

 
Fig. 2: Type of game preferred for consumption 

 
A majority of respondents (78.82%) were 

familiar with the nutritional value of game meat, 
which is better than the meat of domestic animals, 
and they did not have any fear of the inadequate 
healthiness of game meat. Despite the fact that the 
majority of respondents believed that the price of 
game meat on the market was acceptable (66.27%) 
and that it should be offered in specialized stores 
(86.98%), even 85.33% believed that marketing and 
representation in the media were bad and poor. 
 

 

4  Discusion 
Despite the fact that there is a relatively large 
number of hunters and that there is awareness about 
nutritional, health, and similar benefits of game 
meat, its per-inhabitant consumption in Croatia is 
relatively small. However, Croatia is not an 
exception, as a similar trend has been recorded in 
other European countries, including Poland, Great 
Britain, Czech Republic, Germany, Norway, and 
Sweden, [8]. In recent years, this consumption in 
Croatia amounted to 0.55 kg/person/year [4], and in 
some other European countries, the consumption 
ranged from 0.2 to 1.1 kg/person/year, [8], [9], [10], 
[11], [12], [13], [14], [15], [16]. The largest 
percentage of respondents (40.47%) consumed 
game meat sometimes, which is not an exception to 
the rule in Croatia since other authors have obtained 
similar results, [17], [18]. Those who consume meat 
more often belong to the group of hunters and those 
close to them. In our survey, it is interesting that the 
majority of respondents (64.14%) stated that they 
were well acquainted with the culinary processing 
and preparation of game meat, although, for 
example, game meat is perceived as complicated 
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and time-consuming to prepare, requiring 
knowledge of its specificity [8], [17], [19], 
according to the opinion of many Polish consumers. 
When we talk about the type of animals whose meat 
is most often consumed, Croatian respondents 
mostly prefer wild boar meat, which is an opinion 
similar to that of the consumers in Spain [19], while 
in Hungary the large-game consumers mostly 
consume roe-deer meat, [20]. In our research, a 
majority of respondents were aware that the 
nutritional value of game meat is better than that of 
the meat of domestic animals, and they were not 
afraid of the inadequate healthiness of game meat; 
on the contrary, they even thought that the price of 
game meat on the market was acceptable, but a vast 
majority (85.33%) believed that it was a matter of 
bad marketing and weak representation in the media 
space.  
 
 
5  Conclusion 
Based on the aforementioned facts, we may 
conclude that it is necessary to strengthen the 
marketing activities, as well as the citizens’ 
awareness about game meat’s nutritional, culinary, 
and health value, in order to increase the game-meat 
consumption and provide for better position on the 
market. 
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